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ABSTRACT 
The Binge Watching Trend: An Analysis of Audience Behavior and Network Strategies in 
a Competitive Environment. 
Rutika Raikar 
 
 
 
 
Viewers today enjoy unprecedented control over the way they watch content on 
television. With constant advancements in technology, the way in which viewers consume 
content has seen a considerable shift. Binge watching has become a common point of discussion 
among the audience as well as industry experts. 
The core focus of this study is to understand and analyze the shift that has occurred as a 
result of the entry of streaming services in the market.  Though binge watching was in practice 
years before with marathons and re-runs, the easy availability of internet service significantly 
changed the landscape of television. Television moving to streaming services and the entry of 
OTT platforms like Netflix releasing original content all at once brought about massive changes 
to the television industry. Not only did the way viewers consume entertainment change, it also 
brought about massive changes from the business perspective. This thesis utilized a survey and 
in depth interviews to analyze the viewing habits of the audience, and to understand the 
strategies media experts are putting into action in order to retain viewership, ratings and in turn 
the most crucial aspect of the television business, advertising revenue. 
 
  
 
 
 
 
 
 
 
 
1 
CHAPTER 1: INTRODUCTION 
 
"As consumers, we have more choice than ever, and with choice comes 
complexity and confusion." - Dan Rayburn (Levitz, 2015). 
 
Television is perhaps considered to be one of the greatest inventions of the 20th 
century.  Though met with skepticism during its invention, television soon caught the 
attention of the masses and transitioned from being a luxury to a household necessity. 
Nielsen reported in 2016 that an average American watches approximately 4.3 hours of 
live television every day (Kafka, 2016).  
 
 
 
 
 
Figure 1. Time spent by US adults watching live television, Source: redcode.net. 
 
  
 
 
1.1 A Brief History of Television Technology: 
 
 Philo Farnsworth, Charles Jenkins and various other pioneers, each putting 
together a piece of the puzzle to create this device, fascinated the US with this invention 
of theirs.  Farnsworth officially introduced television in 1934 at the Franklin Institute 
with the first live broadcast of a football game. By 1939, commercial networks like CBS 
and NBC who already were big players in the radio industry were quick to jump into TV 
programming (Monaghan, 2008).  With only two players in the market, content was 
limited and programming mainly consisted of broadcasting special events and news 
reports.  Beginning with World War 2, the production of television sets was frozen in 
order to invest resources in radar development and war materials.  However, persistence 
of the inventors continued and color television was born in the late 1940’s. CBS and 
NBC started their experimental tests with the color television as early as August 28, 1940 
(CBS) and February 20th, 1941 (NBC).   Post war, until 1948, television production saw a 
boom and thus in turn gave rise to some of the first television stars like Milton Berle, Ed 
Sullivan and Howdy Doody. The 50’s represented the golden age of television and by the 
1960’s, the number of television sets owned by American households had reached 52 
million (Lefky, 2007). This period also saw the invention of the TV remote control and 
an increase in the popularity of color television (Monaghan, 2008).  
 
Cable was born in the late 40’s in Arkansas, Oregon and Pennsylvania to improve 
the poor reception received by over-the-air television in mountainous regions.  The 
growth and popularity of cable television increased and thus was seen as competition by 
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local television stations. By the 1950’s, cable operators took advantage of their ability to 
pick up broadcast signals from outside their home markets. The US Federal 
Communications Commission (FCC) restricted the growth of cable television until the 
1970’s by imposing restrictions on the cable operators’ ability to offer movies, sports, or 
syndicated programs. Responding to broadcast industry concerns, the FCC placed 
restrictions on the ability of cable systems to import distant broadcast television signals 
(signals from outside their home DMA, or Designated Market Area). As a result of these 
restrictions, there was a “freeze” effect on the development of cable systems in major 
markets, lasting into the early ‘70s. 
The Cable Growth Act of 1984 made it easier and less restrictive for consumers to get 
cable. 
“The 1984 Cable Act established a more favorable regulatory framework for the 
industry, stimulating investment in cable plant and programming on an unprecedented 
level. 
Deregulation provided by the 1984 Act had a strong positive effect on the rapid 
growth of cable services. From 1984 through 1992, the industry spent more than $15 
billion on the wiring of America, and billions more on program development. This was 
the largest private construction project since World War II. 
Satellite delivery, combined with the federal government’s relaxation of cable’s 
restrictive regulatory structure, allowed the cable industry to become a major force in 
providing high quality video entertainment and information to consumers. By the end of 
the decade, nearly 53 million households subscribed to cable, and cable program 
networks had increased from 28 in 1980 to 79 by 1989. Some of this growth, however, 
was accompanied by rising prices for consumers, incurring growing concern among 
policy makers” (California Cable and Telecommunications Association, n,d.). 
 
 Meanwhile, television gained increasing popularity and fueled the rise of VCR’s 
in the late 70’s and 80’s. The “Betamax” case stands to be an excellent example to study 
in order to understand the concept of VCR’s and whether the owners of the technology 
were liable for copyright infringement. In November 1975, Sony Corp. introduced the 
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Video Tape Recorder (VTR) under the Betamax brand. A conflict between Sony Corp 
and both Universal and Disney developed when Sony began marketing the VTR. 
Universal and Disney were skeptical about this technological development, since it 
implied copyright infringement. In 1976, these companies filed suit against Sony for its 
development of the VTR/Betamax, claiming that Betamax users were recording network 
shows for delayed viewing. On January 17th, 1984, the US Supreme Court ruled in favor 
of Sony, stating that the company was not liable for developing any technology that 
would lead to copyright infringement. The Supreme Court held five to four in favor of 
Sony, citing that the viewer would be the one committing copyright infringement in 
recording shows or movies for time-shifted viewing. The Supreme Court ruled that 
despite the objection of major television broadcast studios, the copyright owners had no 
objection to the viewers taping the content for delayed viewing. The Betamax case marks 
a landmark for the protection of the technologies that supported delayed viewing 
(Byellin, 2014). The case marked its thirtieth anniversary in 2014. “It's an anniversary 
worth celebrating by consumers and copyright owners alike, because it helped clear the 
way for a multitude of new technologies that have increased the demand for creative 
works. Yet it hardly ended the decades-long fight between the entertainment and tech 
industries” (LA Times, 2014). 
 
 Programming became more varied as more channels were developed.  MTV’s 
entry into the market changed the face of pop programming and pop music in 1981 as 
music entered the TV arena. MTV’s style of production with hand held cameras and 
quick cut editing immensely influenced the culture of the 80’s and thus introducing cult 
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shows like “Miami Vice” (CNN, 1998). Cable television programming saw significant 
growth at the end of the decade with shows like “The Sopranos” and “Sex in the City.” 
Aired on HBO, these series were exempt from standard FCC regulations and frequently 
depicted scenes with graphic violence, gratuitous sex and foul language. Audiences and 
critics loved it (Monaghan, 2008). In 1977 there were over 12 million cable subscribers; 
by 1992 there were over 57 million (Houx, 2011). 
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Figure 2. Evolution of Cable from the 1940’s to 2000’s, Source: Calcable.org. 
 
 
 
US media have always been passionate about experimenting with interactive 
television. Warner-Amex’s QUBE and Time Warner’s Full Service Network (FSN) 
experiments can be considered to be examples of the development of interactive 
technology but were unsuccessful in their attempts. Before FSN’s attempt at interactive 
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television, QUBE tried a similar technology in 1977. The attempts from both the 
companies failed as the technology came at a higher cost than viewers were willing to 
accept. However, this did not deter other companies from experimenting with the 
technology. For instance, British company BSkyB was more successful in selling 
interactive television than those in North America (Kruse, 2016).  
 
With the late 90’s and early 00’s came the advent of digital technology thus 
introducing the internet and the DVR. The internet was readily available to the audience 
and TiVo’s introduction of technology that allowed pausing of live programming and 
recording shows made watching television even easier (Monaghan, 2008).  Viewers were 
no longer bound to follow network program schedules. This brought about changes in 
viewing habits, allowing viewers to watch content by recording it to watch at their 
convenience.  
  
1.2 Purpose of the Study 
 
The concept of TV Everywhere has gained considerable popularity due to the 
availability of increased bandwidth on all the mobile devices (phones, tablets, etc.). 
Significant behavioral changes have occurred over a period from appointment viewing to 
binge watching.  It is a noteworthy subject for students, academics and industry experts to 
gain insight into the changing world of television, the audience response to it, and the 
constantly evolving strategies adopted by industry executives to ensure that content 
achieves maximum reach to potential viewers.  
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The effects of binge watching on the audience and content creation will be 
examined in detail by interviewing executives in the television industry. This research 
will cover changes that are occurring in creating and scheduling content, and techniques 
for retaining ad revenue while trying to deliver content ad-free. The study will also 
generate data from consumers about their feelings on binge watching, their convenience 
in using OTT platforms and the reasons why they choose to binge watch shows rather 
than appointing view. 
 
1.3 Research Questions 
 
There are three research questions, which have been developed by the author. 
They are: 
A. Why is binge watching popular only among a specific demographic? 
B.  How is content developed for streaming services that encourages viewers to 
binge watch? 
C.  How have network strategies supported binge-watching habits among viewers? 
 
1.4 Significance to the Field 
 
 With the advent technology which gave rise to digital electronic devices, 
television has evolved not only as a device but also in terms of providing the audience 
with different viewing options from live viewing to playback technology to streaming 
services. With the advent of DVR’s and VCR’s the concept of delayed viewing gained 
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popularity. Thus, networks and advertisers felt the need to change their strategies to 
retain their audience. The need for measuring delayed ratings was hence considered 
necessary by the networks to ensure they did not lose advertising revenue. That being 
said, there have been constant changes occurring in the industry and it becomes important 
to analyze audience behavior, especially for the networks, since ratings are primarily 
important for them. With the rise of television networks delivered via internet (OTT or 
Over The Top), the traditional networks face a serious threat of losing their audience to 
streaming services and in turn the fear of revenue decline. There has been a considerable 
shift in television viewing trends since the advent of OTT. Understanding this change in 
consumer behavior will provide insight into the changing trends in the industry and how 
the industry needs to strategize and address ever-changing consumer behavior. 
 
1.5 Limitations to the study 
 
There are various limitations that have been identified by the researcher. The two 
most likely limitations can be defined as impact limitation and limitation due to the 
inaccuracy of the statistics or data collected by the primary research techniques. Impact 
limitation refers to the fact that despite having a strong primary research methodology, 
the outcome of the study can have a limited potential impact due to various factors like 
specific population focus, etc.  
 
 Other factors that need to be taken into consideration that could have a potential 
impact on the study are variables like sample size, sample type, demographics, time and 
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funding constraints. The possibility of the results of the study being more niche are likely 
since the sample size was small. The results will thus be more region specific and hence 
it will be rather difficult to find a correlation to compare the data collected and compare it 
on a much larger scale. For instance, the survey sample will be primarily from the 
Philadelphia area as compared to the rest of the cities in the United States. More so, the 
responses gathered from the survey could be biased and manipulated. The research can 
also potentially skew the discussion of the results since there is a potential chance of 
getting outdated data and statistics from secondary research. This implies that the results 
which are extrapolated from secondary research could be from old journals, articles, etc. 
which may not be applicable for the rapidly changing current industry scenario. 
 
 Furthermore, time and funding constraints also pose as limitations to the study. 
Due to deadlines, it was difficult to generate larger sample size and thus the research will 
have to be restricted to a limited number of people. It is also difficult to assemble a focus 
group since the participants expect incentives and due to the lack of funds, it would be a 
rather difficult task to put together a focus group or any other complex research 
methodology that involves cost. 
  
1.6 Definitions 
 
• Binge Watching: to watch a large number of television programs (especially all 
the shows from one series) in succession in one sitting (Collins Dictionary, 2015). 
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• Binge Dumps: Making available all the episodes of the show at once either on 
streaming services or television networks. 
 
• Spoilers: A spoiler is usually defined as a remark or piece of information which 
reveals important plot elements (for example the ending or a major plot twist), 
thus “spoiling” a surprise and robbing the viewer of the suspense and enjoyment 
of the film. (IMDB, n.d.) 
 
• TV Everywhere: A feature of digital pay TV services that lets users access live 
and on-demand content via mobile devices. Users download the respective app 
and sign in with their subscription ID and password (PCmag.com, n.d.).  
 
• Bandwidth: Bandwidth describes the maximum data transfer rate of a network or 
internet connection. It measures how much data can be sent over a specific 
connection in a given amount of time (TechTerms.com, n.d.). 
 
• Over The Top: Over the top (OTT) refers to film and television content provided 
via a high-speed internet connection rather than a cable or satellite provider. 
Viewers who eschew paying for bundled content are often referred to as cord 
cutters. OTT does not mean free, as the term encompasses services such as 
Netflix, Amazon, iTunes and HBO Now (Investopedia, n.d.). 
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• Streaming Services: A video streaming service that is an on demand online 
entertainment source for TV shows, movies and other streaming media. These 
services provide an alternative to cable and satellite on demand service, often at a 
lower cost (techtarget, 2003). 
 
• Show Hole: When a viewer has completed binge watching a show on OTT 
services like Netflix and has nothing else to watch. This is signified by the final, 
final credits (theurbandictionary, 2016). 
 
• Cord Cutting: Cord cutting refers to the process of cutting more expensive cable 
packages in order to change to a low-cost television subscription through over-
the-air (OTA) free broadcast via antenna, or over-the-top (OTT) services over the 
internet. Cord cutting is a growing trend that is adversely affecting the cable 
industry. Netflix, Apple TV and Hulu are some of the popular subscription 
services that encourage cord cutting (techopedia, n.d.). 
 
• Pay-Tv: A service provided to the viewers by the commercial broadcasters on the 
basis of a subscription fee or on per-program fee (dictionary.com, n.d.). 
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CHAPTER 2: LITERATURE REVIEW 
 
2.1 Origins of Binge Watching 
 
With the evolution of technology, the television industry has evolved as well. 
Appointment television viewing is seen to be fading away with every passing day. Binge 
watching has gained immense popularity for people who desire to watch TV at their own 
convenience. The word binge often carries a negative connotation, meaning where an 
individual over indulges himself or herself in any activity, for instance, binge eating or 
binge drinking. To some extent, audiences used to binge watch when DVD’s existed, 
however, by the third quarter of 2011 watching more television back to back had become 
a fad. By that time, three seasons of the most popular and critically acclaimed series Mad 
Men, Breaking Bad and The Walking Dead were available for streaming on Netflix 
(Richmond, 2014). The question remains, whether or not viewers or the industry have a 
positive or negative perception about the same.  Various scholars have studied the effects 
of binge watching, whether it is a threat or a boon to the industry and have speculated if 
the trend will continue to grow or will the practice gradually decline. Binge watching was 
in practice before Netflix or any other OTT networks existed. Binge watching can be 
tracked back to the 1980’s when TV stations aired re-runs and marathons and later when 
people rented or purchased DVD’s which made it convenient to watch all seasons of any 
series (Richmond, 2014). 
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OTT stands for “over-the-top,” the term used to describe the delivery of 
entertainment and information content via the internet, without requiring users to 
subscribe to a traditional cable or satellite pay-tv service like Comcast or Time Warner 
Cable (Patel, 2015).  Over the top services have become popular lately.  The power that 
once lay squarely with the television networks has dispersed across multiple players, 
many of whom barely existed even a decade ago.  Seemingly contradictory forces are at 
play.  Audiences have fragmented due to the proliferation of channels made possible by 
digitization (Duncan & Krommendam, 2014). 
 
Binge watching was prevalent before the entry of OTT networks in the market. 
Viewers used DVD’s, marathons and re-runs to watch films/television shows back to 
back. Binge watching can be tracked back to the early 80’s when television stations 
started featuring reruns of shows and marathon sessions. With the advent of DVD 
technology, shows were made available to the audience in entire seasons, thus making it 
easier for the audience to watch more than one episode at a time. Later, On-Demand 
made it even more convenient for viewers, thus making binge watching a global 
phenomenon (Statista, 2015). 
 
However, the term binge viewing gained popularity only after the rise of OTT 
networks. In fact, the term Binge Watching was termed as the “Word of the Year” by 
Collins Dictionary in 2015.  Helen Newstead, Head of Language Content at Collins, said: 
"The rise in usage of 'binge-watch' is clearly linked to the biggest sea change in 
our viewing habits since the advent of the video recorder nearly 40 years ago. It's not 
uncommon for viewers to binge-watch a whole season of programmes such as House of 
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Cards or Breaking Bad in just a couple of evenings - something that, in the past, would 
have taken months - then discuss their binge-watching on social media." 
 
The popularity of binge watching was on a constant rise after streaming services like 
Netflix and Amazon entered the market. According to a survey conducted by Statista in 
2014, 84 percent of Millennials and 37 percent of viewers over the age of 68 indulged in 
binge watching (BBC, 2015). 
 
This global phenomenon has given rise to what is often referred to as “cord 
cutting”. Consumers are willing to cut their cable connection, as they believe that they 
pay for channels they do not watch, and replacing it with OTT subscriptions. The number 
of cable subscribers switching to OTT has increased in North America. In 2014, 8.2 
percent of former pay TV subscribers surveyed by TiVo subsidiary Digitalsmiths said 
they ditched their pay TV services. Meanwhile, a much larger 45.2 percent said they 
reduced their cable or satellite TV service during the same time frame (Perez, 2015). 
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The study also examined why people prefer watching content on OTT services 
like Netflix, Amazon Prime, Hulu, etc. The data collected have been graphed below: 
 
 
 
 
 
Figure 3. Audience preference for watching content on OTT Source: 
www.techcrunch.com.  
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The decline of pay-tv can be seen in the figure below from research conducted by 
The Diffusion Group (TDG).  The data reveal that though pay-tv may not die instantly, it 
is showing considerable decline in its access (Walford, 2013). 
 
 
 
 
 
 
Figure 4. US households with access to Pay-TV 2010-17, Source: Webproneys.com. 
 
 
 
2.2 The rising popularity of binging shows 
 
Viewers find binge watching to be the new normal and in fact have developed a 
very positive opinion about the same since 2013 (Spangler, 2015). According to research 
conducted by TiVo, the perception of considering binge watching in a negative light has 
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significantly decreased. A March 2015 survey concluded that only 30% of respondents 
surveyed considered binge watching to be a negative activity as compared to the 
remaining 53% who did not consider binge watching to be a negative practice (Spangler, 
2015). “People who are binge-viewing shows are feeling better about themselves,” said 
Jonathan Steuer, the TiVo Chief Research Officer who conducted the research. It takes 
only a couple of episodes for the audience to get hooked to binge watching and once that 
happens, there is no point of return (Koblin, 2016). The following chart details various 
shows and how many episodes it took for its audience to get addicted to the same.  
 
 
 
 
 
 
Figure 5. The Number of Episodes that got the audience to binge watch the first season, 
Source: theguardian.com, 2015. 
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This suggests that distributors need to come up with strategies that will not drive 
the audience to cord cutting. One in 5 people in America will not subscribe to cable TV 
package by the year 2018 (e-marketer.com, 2015).  
 
The concept of binge watching can also be related to marathons and re-runs 
programmed by broadcast and cable networks. Viewers enjoy watching television 
episodes back to back on OTT networks because of its ad free proposition, which 
marathons do not offer. Netflix was thus the most preferred OTT service by people per 
research conducted by Annalect. Moreover, respondents to the survey claimed that binge 
watching introduced them to new TV shows and an interview by Harris suggests that 
Americans like to watch television according to their own schedule (marketingcharts, 
2014).  
 
According to Harris, 82% of the US population prefers binge watching or 
watching multiple episodes back to back. Social media are widely used by the audience 
while binge watching, which in turn summon marketers and content creators to develop 
their campaigns and content in alignment with the audiences’ preferences of TV viewing 
(Burney, 2014.) Advertisers are struggling to reach their audience, especially those who 
prefer to watch television on streaming services. The availability of the DVR has also 
made it easier to watch shows at the convenience of the audience, although the task 
remains for the networks and advertisers to accurately gauge ratings (e-marketer.com, 
n.d). 
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Audiences find binge watching shows easier, and in fact have developed a very 
positive opinion about the same in the past two years. Research conducted by Conviva 
suggests that most people are unsurprisingly intolerant of problems (health as well as post 
completion television series anxiety) that may affect their online viewing experience. 
Recently they have turned their attention to the phenomenon of viewing multiple 
episodes of a show in a single session (informitv, 2015). 
 
Platforms like Netflix and Amazon Prime have given rise to original content and 
access to shows at the viewers’ convenience; this trend causes the audience to be less 
aware of what is on air currently. Viewers are not limited to what is currently popular, or 
even on the air – allowing them to dabble with lesser-known shows along with those 
which simply were not a fit for network television. Some of the advantages of binge 
watching include the wide range of library availability for viewers to choose from, having 
instant access to content and having a captive audience by keeping the audience engaged 
by making them to return immediately to watch the next episode. One of the negatives is 
that the chances of spoilers become evident, since viewers watch the shows at their own 
pace and convenience. “While “Water Cooler” talk still exists, mostly thanks to reality 
competition series (The Voice, Dancing with the Stars, etc.), the advent of DVRs, 
streaming media, and binge-watching have created a desynchronized viewing audience – 
where friends, family, and co-workers are not watching the same shows, at the same time, 
with the same urgency.” (Kendrick, 2015).  
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The most popular platforms for binge viewing are streaming services and DVR’s. 
People who do not spend a lot of time watching TV feel guilty about binge watching. 
Additionally, people who watch teen dramas feel guiltier of binge watching than those 
who prefer comedies or dramas (Wagner, 2016).  
 
Viewers like to watch television at their own convenience and discretion. Nielsen 
reported in 2014 an abrupt decline in linear TV viewing, more than any other year in 
history. The most popular responses to the Nielsen study for understanding why people 
binge watch were because they were motivated to watch episodes back to back while 
multi-tasking, avoiding spoilers and escapism, and to connect with other viewers on 
social media (Luckerson, 2014). 
 
2.3 Network strategies to retain their audience 
 
TBS’ Angie Tribeca can be considered one of the examples of how networks are 
strategizing against OTT.  TBS released a 25-hour marathon of its new comedy-
procedural show starring Rashida Jones commercial free, and made the show available 
online on their website, app and on demand for binge watching. Networks are also using 
a catch-up strategy whereby they release one season on an OTT platform so that the 
audience watches the show on the network once the new season airs.  The CW made a 
deal with Netflix to release prior seasons of shows as early as eight days after the season 
finale is aired on the network. (Prudom, 2016) 
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2.4 Limitations to Binge Watching 
 
Audiences have expressed the feeling of anxiety, deprivation, emptiness and 
stress when they complete binge watching any series (Karmarkar and Kruger, 2016). So 
how does the audience cope with the anxiety they experience after they have finished 
watching or binging a show? There is a considerable difference between watching shows 
on a weekly basis and back to back. Viewers look forward to watching the episodes when 
they follow or used to follow shows on networks; however with the phenomenon of binge 
watching, viewers feel depressed and face anxiety once they finish watching a show on 
over the top networks (Schneier, 2015). 
   
Television has gone through tremendous changes in terms of content, 
programming/scheduling and distribution technologies. The new and the latest trend of 
OTT in the television industry seem to be disruptive as well. The advancement of 
technology follows a cycle.  When one technology is introduced, there will come further 
innovation thus disrupting the previous one and the cycle follows (Wu, 2010).Wu 
describes this cycle by illustrating the rise and fall of Alexander Graham Bell’s telephone 
invention. One technology arises as an upgrade to another, however ends up disrupting 
the previous. Looking at the history of inventions and innovations, this in fact holds true. 
Sometimes what is considered to be a sustaining invention is often disruptive, one that 
threatens to displace the already existing technology. This process is a continuous and 
ever going process and hence, Wu has termed it “the cycle”. Before Bell came up with 
the idea of telephone, the development was already in place. In fact, sixteen years before 
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Bell invented the telephone, German Johann Philip Reis had designed a primitive 
telephone and presented it to the Physical Society of Frankfurt claiming that with the help 
of the device, various tones including human voices could be produced over distance. 
Just four years before Bell invented the telephone, Elisha Gray had created a prototype of 
a telephone but had to keep it a secret from his funder. Thus, telephony as a technology 
had already been created before Bell came up with it. Bell merely had to assemble the 
pieces of various technologies in order to come up with his own innovation. There would 
have been many inventors of the telephone prior to Bell; however, they remained to be 
mere inventors rather than founders. Bell was in a better position, as Mabel Hubbard, a 
sworn enemy of Western Union, was funding him for his experiments in creating the 
telephone. However, during the time, the idea of a telephone was notional and everyone 
was trying to invent the musical telegraph. Hubbard too was initially of the same thought, 
that the invention of telephone would be no less than a scientific toy, but later believed 
that if the device was invented, it would do wonders by destroying the telegraph 
monopoly. This is how the cycle works and this is what Wu calls the “Master Switch”, a 
switch from one industry to another and the rise and fall of the dominants and the new 
entrants. It threatens to turn around already existing industries, lead the dominants to 
bankruptcy and drive them out of power; though this happens very rarely (Wu, 2010). 
 
2.5 The power of OTT Networks 
 
It is much easier for viewers to not only watch more than one episode, but on any 
device they desire. The industry experienced a considerable shift in viewership with the 
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rise of streaming services and binge watching. However, the quality of shows remains a 
top priority for the audience while deciding whether to continue watching a series or not. 
There are nine reasons why streaming services have changed our perspective on watching 
television. They are:  
1. Most people are choosing both cable and streaming services.  
2. The time spent watching television is on a constant rise, not particularly from 
watching television online but on traditional means as well.  
3. The definition of binge watching differs from person to person. 
4. Shows are being developed particularly to promote binge watching. 
5. Quality of the shows is of utmost importance to viewers. 
6. Viewers have started to enjoy content commercial free on a larger scale. 
7. Viewers like to binge watch while multi-tasking/doing other jobs. 
8. Scientists are researching whether binge watching is associated with 
depression. 
9. Binge watching of shows is a planned and a deliberate effort by the viewers. 
 
 There are differences between how the networks are strategizing to promote 
appointment viewing among viewers while there are services like Amazon and Netflix, 
which promote a completely different way of consuming content. It is all about how 
much time is spent viewing that matters. Nielsen’s Report on Total Audience found that 
an average person watched 141 hours of live TV per month in the third quarter of 2014. 
The research reveals that viewers are watching 12 fewer minutes of TV on a daily basis 
than every previous year. The amount of viewership is rising especially for content 
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delivered on computers, however there is no significant change in viewership of content 
that is viewed on DVR’s, according to Nielsen. (Levitz, 2015)   
 
Research conducted by The Convergence Consulting Group projected the growth 
of streaming services from 2013-2016. The research also stated that US households are 
observing considerable growth in cord-cutting.  
 
 
 
 
 
 
Figure 6: Growth of the streaming video industry over 4 years (2013-16). Source: 
Businessinside.com, 2016.  
 
 
Streaming services are bound to only become more powerful in the years to come. 
Given the fact that the younger generation is not attracted to the traditional television 
model, everyone from satellite companies to commercial television networks are 
designing programming to attract this segment of audience, which is expected to become 
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more fragmented in the future. Marketers need to re-examine how to sell advertisements 
on OTT platforms. The chart below details what Chief Marketing Officers (CMO’s) need 
to know to prepare for advertising in an "over-the-top" world. (Poggi, 2015).  
 
 
 
 
 
27 
 
 
Figure 7. CMO’s guide to advertising on OTT networks, Source: adage.com 
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2.6 The significant change in content consumption 
 
Netflix studied the viewing habits of its audience from October 2015 to the 
beginning of May 2016, generating data on the popularity of different genres being 
binged and within what time frame. After tracking its global base of subscribers and how 
they watched seasons of more than 100 television series during a seven month time 
period, Cindy Holland, Vice President of Netflix said, “After three years of studying 
original series releases and nine years in streaming overall, we can now identify some 
patterns, finally” (Koblin, 2016). The research revealed that some shows are consumed 
faster than others. Categorized into types of viewers, Netflix identified them as: The very 
fast binger- viewers who finish watching the series in four days, The fairly quick bingers- 
viewers who finished watching the show in five days ideally spending around 2 hours a 
day on the show, and the slightly more relaxed binger- the viewers who completed 
watching the show in 6 days, generally investing about one hour to 45 minutes a day on 
the show. Binge watching is the new model that viewers prefer; broadcast and cable 
networks continue to argue that weekly episodic programing is what keeps the audience 
engaged in conversations about a show. Ms. Holland noted “the general trend we noticed 
is that subsequent seasons are consumed even faster than the preceding seasons” (Koblin, 
2015). 
 
A recent development in content for Netflix subscribers is said to be the 
implementation of interactive technology. Users will be able to choose the way the plot 
of their favorite shows should proceed, the way the characters should advance as well as 
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decide how to end the show. "Once you have got interactivity you can try anything," 
quoted Netflix CEO Reed Hastings in an interview with the The Daily Mail.  Netflix will 
test this strategy with a children’s show “Choose Your Own Adventure”.  If this proves to 
be a success, they will launch this technology with their popular adult-oriented shows 
(Feldman, 2017).   
 
2.7 Summary 
 
People are cutting the cords, as watching television on OTT or binge watching 
seems to be more convenient and a better option for people who live a busy life and are 
unable to catch up with their favorite shows at the time they air on TV. There is very 
intense competition between appointment viewing and watching content on linear TV on 
an episodic basis and on OTT services. Very serious discussions on who is going to win 
the race have been prevalent in the industry since the rise of internet viewing. However, 
binge watching seems to have gained immense popularity in very little time and is 
considered to be gaining continued popularity with every passing year. 
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CHAPTER 3: METHODOLOGY 
 
3.1 Introduction 
 
 Though the expression “Binge Watching” was awarded the word of the year in 
2015, the concept/trend has been in practice since the 80’s; however the way in which 
audiences binge watch has evolved. While TV stations and networks used to air 
marathons and re-runs of shows, the availability of DVD’s, 90’s cult shows like 
“Friends”, “Seinfeld” and “Sex and the City” encouraged the audience to watch 
marathons. With the advent of on-demand, binge watching became a global phenomenon 
and since the advent of streaming services, it has become a norm (Statista, n.d.).  
 
As discussed in preceding chapters, binge watching is gaining increased 
popularity. A variety of research has pointed out that the trend is more popular among 
millennials as they enjoy watching television at their own convenience and on their own 
device. The rise of streaming services has made it possible to literally watch “TV 
Everywhere”.  Eighty-six percent of millennials and 33 percent of those over 69 years old 
engage in binge-watching TV series’. (Statista, n.d.). 
 
3.2 Hypothesis 
 
The hypothesis of the research will be confirmed based on the research questions 
as well as the data collected from in depth interviews and a survey. 
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H1: Viewers do not regret watching episodes back to back for an extended length of time. 
H2: The interface of OTT is designed so as to retain the viewer to watch the next episode 
immediately. 
 
The main purpose of this study is to identify what induces people to watch shows 
back to back and on OTT networks, rather than on linear television on an episodic basis. 
The thesis will also examine the demographics of binge viewing. Do only millennial 
viewers watch TV on streaming services or is the trend gaining popularity among the 
older generation as well?  
 
3.3 Research Methodology 
 
The researcher sought to develop an understanding whether or not the trend of binge 
viewing is popular only among the younger demographic or whether the older generation 
is moving to non-linear television. In an attempt to understand the behavior of binge 
viewers, this study utilized primary research in order to gain insight into how and why 
audiences prefer binge viewing. The study also delved into understanding their post binge 
viewing behaviors. The researcher strived to understand and answer the questions posed 
above by using exploratory methodologies. Exploratory research examines the subject to 
develop further understanding of the topic being studied via primary and/or secondary 
data collection techniques. The researcher gathered data by conducting in-depth 
interviews and a survey, and analyzed existing data from the database statista.com.  
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Survey:  
The researcher conducted a survey using QualtricsTM software, sent to respondents 
based in the United States from March 17th, 2017 until April 1st, 2017. The primary 
purpose of the survey was to filter binge viewers from those who do not prefer binge 
viewing. The survey is a set of 12 questions, which delve primarily into television 
viewing habits and the reasons for their choice of OTT streaming services. The survey is 
designed keeping in mind the time frame taken to complete it by the respondents 
(approximately 2 minutes), so as to ensure that respondent do not leave the survey 
incomplete. The sample survey questions can be reviewed in the Appendix section. 
 
Participants and Sampling techniques: 
 The researcher used convenience sampling for conducting the survey. The 
participants in the survey were restricted to those around the researcher’s cohort, faculty 
at the university, family/friends in the United States and co-workers from the researcher’s 
former internship at Lionsgate. The participants however come from various age groups 
and professions, which was a crucial aspect for the credibility of the survey research.  
  
33 
In-depth Interviews: 
 
The researcher conducted in-depth interviews with two studio and network executives 
working in the television industry. This will help to identify the current strategies that the 
networks are developing to create content, and retain audience ratings as well as ad 
revenue. The interview questions are as follows below: 
1. How is binge watching affecting the programming of the networks? 
2. How are networks changing the way content is delivered to the audience? 
3. How is the process of developing content for OTT different from that of 
commercial networks? 
4. Since many viewers enjoy watching TV ad-free, what strategies are being used to 
deliver content ad-free on networks? And what techniques are utilized by 
commercial networks to discourage fast forwarding or commercial skipping? 
5. How are programming executives strategizing to ensure that ratings are not 
affected by technology driven viewing options? 
6. What do you think is the primary reason for this shift that has occurred in the TV 
industry? 
 
Secondary Research: 
 
The researcher studied and collected already existing data from databases like 
Statista.com and use it to understand and contemplate the results gathered from the 
primary research on a broader spectrum. 
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CHAPTER 4: RESULTS 
 
4.1 Introduction 
 
In this chapter, the researcher will present the results gathered through primary 
research. The target was to get both qualitative and quantitative data to analyze the results 
for the research. The quantitative data was collected by sending out surveys to a sample 
size of 85 participants raging from the age groups 16 and above, both male and female, 
who use OTT services and prefer to binge watch television shows. This survey helped to 
analyze the binge watching behavior of the audience and their preference for the services 
they use and the reason behind the same. The survey was distributed to researcher’s 
colleagues, friends, family and faculty. The detailed analysis of the survey is extrapolated 
below:  
 
4.2 Survey Results 
 
Of the 85 participants who took the survey, 36 were males (42%) and 49 were 
females (58%) in the age range 16-64. 2% were high school graduates, 15% had a 
Bachelor’s Degree, 75% were pursuing/completed their Master’s Degree and and 7% 
were Doctoral candidates. 46% were working professionals, 5% were unemployed and 
the remaining 49% were students. The participants had annual incomes either less than 
$20,000 (50%) or $71,000 and above (24%). 
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Figure 8. Preferred streaming brand for watching content. 
 
 
 
 Of the 85 participants who took the survey who were given an option to choose 
multiple platforms in the survey, 87% preferred to watch television on streaming 
services. Netflix was the most popular choice, followed by Amazon, HBO Go and Hulu. 
Participants who preferred other OTT services utilized Playstation Vue, Food Network 
App, Esquire Channel App, History Channel App and Showtime Anytime. 76 
participants found Netflix’s interface to be more convenient in navigating followed by 
Amazon (n=35) and HBO Go (n=30).  Netflix was most preferred by users due to the 
ease in navigation of the interface as well as the library selection offered by the streaming 
service (Note: the number of participants choices exceeds the sample size since they were 
given an option to choose more than one platform of their preference). 
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Figure 9. Importance of library selection. 
 
 
 
 
Library selection was one of the primary factors in the choice of OTT service that 
viewers make, as was the ease in using the interface (Figure 9). 53% of respondents 
found selection of the library to be an extremely important while choosing their OTT 
network 
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Figure 10. Ease in using the interface of streaming services. 
 
 
 
On the other hand, 89% of respondents claimed that they found Netflix to be the most 
convenient in ease of navigation. Netflix has the highest mean of 8.66 with the most 
participants (n=76) choosing Netflix as their preferred OTT service due to the simplicity 
of using the same..  
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Figure 11. Responses of the participants to OTT services should they charge additional 
fees for ad free content. 
 
 
 
Viewers want to watch content without the interruption of advertising. With DVR 
technology, fast-forwarding of commercials was made possible. The advent of OTT 
made it easier for viewers to watch episodes back to back without commercial 
interruption. However, would they be willing to pay an additional cost for commercial 
free streaming? The survey revealed that should the streaming services raise subscription 
fees to offer ad-free content (in terms of OTT services like Hulu, which offer ads during 
streaming) respondents were skeptical in continuing their service by paying additional 
fees (Figure 11).  
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Figure 12. Number of episodes viewers prefer to watch at a time. 
 
 
 
The survey also examined television content viewing behavior of the audience. The 
results show that 80% of respondents prefer to watch at least 2-4 episodes of a television 
series per day.  
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Figure 13: Preference of genre for binge watching. 
 
 
 
Comedy was the most preferred genre for binge watching (81%) followed by drama 
(65%), thriller (52%) and Sci-fi (41%). The respondents preferred to binge watch shows 
that were no longer than 30 minutes in duration. 
 
4.3 In-depth Interviews 
 
The researcher interviewed two executives working in the television industry. Alana 
Romoff, Jr. Television Development Executive at Lionsgate and Mr. Perry Casciato, 
Director of Programming at KYW-TV Philadelphia were asked to share their insights on 
the research questions mentioned above. After binge watching gained popularity, one of 
the biggest strategies that the networks are putting into action is to do binge dumps on 
OTT services as opposed to appointment viewing. While Alana thinks Netflix was 
responsible (though in a good way) for this trend, as she believes that had Netflix not 
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started this trend, nobody would have. In her opinion, essentially networks try to get their 
money from the stations and the advertisers. She said: 
 “The network needs to have programming to fill their entire schedule. So, if they 
drop an entire show at once, yes people might show up although the other thing is Netflix 
and DVR and TiVo technology.  However, if a network plans to drop an entire series, for 
instance what TBS is doing, they are trying to come up with more creative ways of 
distributing programs. For example, a 24 hour marathon for Angie Tribeca. The benefit 
to them is that they can get people’s attention quickly, hold it because they are not 
putting out episodes week after week, it encourages people to watch it live because it’s 
the fun of participating in this type of an event.” 
 
However from a network’s perspective, though implementing creative strategies like 
that of TBS may grab viewers in the initial phase, it may come at the cost of losing 
significant advertising revenue. Alana discusses the downside of such strategies saying; 
 
 “The flip side is that for their advertisers, because they will have to re-air that show for 
X number of weeks because they cannot drop a new show every single week that has that 
same model. Thus, they will have to re-air it and fewer people are likely to watch because 
it’s already aired. It will probably be difficult for the network to get money from 
advertisers because it will not be their first showing. The big thing now is that everybody 
is experimenting with it so there is one that is releasing shows all at once for the binge, 
but there are different ways like stunt airing.”  
 
Romoff backed up the explanation by citing various examples that are evident on how 
the commercial networks are trying to retain their audience, their ratings and in turn 
advertising revenue.  
“HBO for example, airs Crashing on Sunday night, but they will put episodes of the same 
on Friday afternoon for viewing on HBO Go or HBO Now. This is another way of trying 
to get people’s attention. Again, what TBS is doing is smart. For their show Search 
Party, they aired two episodes a day everyday over the course of the long Thanksgiving 
weekend, where they did a course of all 10 episodes. Search Party was hoping to get 
Millennials who are home over Thanksgiving with their families and have some time on 
their hands and those are the people who will watch that show. That is how the content is 
being changed and putting things online much more quickly.” 
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Networks now have a much better understanding that there is a new habit to the 
audience and they have to feed that habit. Director of Programming, KYW-TV Perry 
Casciato commented on the programming of shows on networks given the rising 
popularity of OTT;  
“What networks are doing for the most part is that they have aligned themselves with a 
streaming service that allows the audience to binge when the time is right. For instance, 
CBS created CBS All Access to host libraries of all the seasons of the shows. The viewers 
can get all the BIG BROTHER seasons that you ever wanted. The networks understand 
that they have to be in two worlds, they have to create schedules that are driven by 
viewer habits and create viewing habits and they also have to offer the product on 
another platform so that the viewers can catch up or look at something or by a word of 
mouth discover a show. So they networks have been playing in two different fields.” 
 
The question remains, in doing so, are the networks restricting the longevity of 
shows? Will the networks be able to survive solely on the programming strategies that are 
being put into action by releasing multiple episodes of the show at the same time 
(inducing binge watching on commercial networks) to compete with the OTT platforms? 
Alana commented that: 
“On one hand, they are giving up the longevity of the show by airing the series at 
once and nobody has the amount of money as Netflix does to create shows. Netflix has a 
massive bucket of money and is creating shows quickly. It is overwhelming the audience 
with content. Not to speak on their behalf because I do not know what their strategy is, 
but from the outside, it seems like they have less emphasis on quality and it’s all quantity, 
or surface level quality. For instance, Flaked on Netflix which got picked up for a second 
season. It’s like a small indie feeling dramedy with a known star and they are hoping the 
passion project element of it will be attractive to people. Another network is not going to 
use something like this as their landmark show but for Netflix, they will keep renewing it 
and all they have to say is ‘look how good the show is, that we renewed it’. 
 
Though advertising remains as one of the crucial aspects to the networks in terms 
of revenue, networks have started venturing into various other strategies that will benefit 
them at a corporate level. It is not just the development and delivery of shows that is 
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changing.  The networks are now seeing both revenue and viewership benefits to 
maximize their profits and to get an audience to subscribe to the networks’ streaming 
services. A technique that networks are now using from a revenue perspective is the 
acquisition of stacking rights. Briefly, stacking rights provides licensing to have recent 
(ideally, the 5 most recent episodes) to be carried on streaming services. Once the 
network airs the new episodes, the previous episodes on the OTT network goes back to 
the content owner, thus not allowing the OTT services to carry the whole season of that 
show. Romoff shared interesting thoughts about these stacking rights, explaining it with 
an example of Hulu and shows Nashville and The Bachelor. 
“One of the biggest changes in things from the business side is “stacking rights.” 
Stacking rights means owning the digital distribution rights of a show. Previously, when 
not a lot of people were watching shows online, no one gave it a second thought. For 
instance, when you had HULU at the time, HULU’s specialty of acquisitions is to get 
ongoing shows, as opposed to Netflix. Hulu used to have an entire season of say 
Nashville stacking up as it was airing, but now the battle is when all of the networks who 
license the show also want a certain amount of stacking rights. Now it can be noticed 
only the recent three episodes can be seen, not speaking about Nashville in particular, 
however generally. What I can tell you sadly is that with The Bachelor, only the recent 
five episodes are available on HULU and the previous episodes immediately go back to 
ABC. The viewer hence needs to have a subscription through their ABC streaming 
website to be able to watch it, and that is a major ongoing point of re-negotiations for 
shows now. Initially as a studio, (Lionsgate) would not make a significant set of revenue 
from streaming everything on Hulu; as soon as it aired on ABC, Hulu starts airing it too. 
That is one of the interesting things for Nashville from a Lionsgate point of view. CMT 
cannot really afford to do that show on their own. Therefore, we (Lionsgate) are making 
them do it in partnership with Hulu, so it can be noticed that more episodes of Nashville 
are available on Hulu from the season that is currently airing. That is because Hulu is 
paying more to have the entirety of the stacking rights.” 
 
Networks and OTT services have always been considered competitors, however 
both are working together now to benefit each other. Though the commercial networks 
are investing in their own streaming services, they find immense benefits with their 
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collaborations with the platforms like Netflix or Hulu. Perry Casciato, giving an example 
of The CW, said; 
“Though CBS developed CBS All Access, CBS did an incredible deal with Netflix. 
Since CW operates on a lower profit than the other networks, Netflix’s infusion of cash is 
very important for the CW’s survival.  The networks are joining the game. They are 
engaging in the audience in the new type of viewing.” 
 
While Romoff expressed her thoughts regarding the process of developing content 
for OTT as opposed to appointment viewing, she spoke more so from Lionsgate’s point 
of view that the process of pitching shows to creating them does not have any difference 
in particular. She said: 
“When we (Lionsgate) are developing the shows, they don’t change the way of 
developing content or structuring shows for the platforms. As a studio, the company 
actually owns the content and doesn’t air it. The most important thing is doing the best 
version of the show, doing what’s creatively most important. The funny thing about binge 
watching is if anything, you can rely less on the cliffhanger because people are going to 
blow through them anyway. The concept of cliffhangers is more important in traditional 
broadcasting, because it is so much harder to win somebody back while they have gone 
off to do something else. One of the biggest changes is not how people are delivering 
content, but how networks are choosing what they want to do and how they deal with the 
creators, is that more places are becoming much more lenient on the requirements of 
their creators. That is because there is so much TV on the air right now that creators, 
especially people who are high in demand either because they are super successful or 
because they have had one big hit and everyone’s waiting to see what they do next. They 
now have unlimited number of places where they can take their projects. Therefore, the 
way the networks are winning them over is by giving them more money and promising 
them creative freedom because of the competitive nature of the industry, thus letting the 
shows be more flexible and creator oriented. 
Most networks out of necessity know what their brand identity is, but what is 
Netflix’s identity besides ‘Everything you want before you know you want it.’ There is no 
particular show that makes it a great Netflix show, which seems to be straightforward on 
its way to being producible. That is one of the changing things that the way people work 
with the content before it goes to air.” 
 
However, it needs to be understood that commercial networks are bound by 
government rules and regulations, which they need to abide by. The internet has more 
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leeway in terms of factors like language. Though the process of developing or creating 
shows does not differ, distributing shows on these two platforms (network television and 
streaming platforms) definitely differs. When asked the same question, Perry Casciato 
gave an example of a CBS show, “The Good Fight” which was developed exclusively for 
CBS All Access. It premiered on the CBS network as well. He referred to the two 
different ways the show aired; on the network and the OTT platform.  
“The Good Fight by CBS is the first show that they developed direct for OTT. The 
Good Fight is the spinoff of the CBS hit The Good Wife. They took characters from The 
Good Wife and spun them off into their own series called The Good Fight. What they did 
is, they premiered it on CBS Network as a special and on the same night had a premier 
on CBS All Access. The first episodes, they had two different versions of it. In the CBS All 
Access version, they used stronger language without the content restrictions that the 
broadcast networks have. Broadcast networks are licensed by the government, so 
expectations about the content are pretty well regimented in terms of what they can and 
can’t do on over the air television. Those same regulations don’t apply to the OTT 
networks. Hence, the content can be steamier and it could be more adult themed that they 
aren’t able to do on the broadcast networks. So it’s not that they cannot develop the same 
kind of content, but they are regulated on the one side and the creators are not regulated 
on the other side. It gives producers and writers more leeway to develop a wider 
spectrum of content and kinds of content that you would ever get on the broadcast side, 
since you have to meet standards” 
 
With the advent of the internet, DVR and streaming services, viewers started to 
prefer watching content ad free. This required commercial networks to develop strategies 
(even technological changes which would reduce fast forwarding of spots) to ensure that 
commercials reach the audience. Both Casciato and Romoff expressed that there is no 
technology that can discourage fast-forwarding. Broadcast TV networks will never be ad 
free. It is not feasible for them to be ad free because their main revenue source is 
advertising. This is one of the downsides as people are watching a lot of television online 
and there are some streaming websites (network websites) which do not allow the 
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viewers to skip ads. The networks do not have the luxury of going ad-free; however, they 
have other secondary sources to generate revenue, to which Casciato said; 
“The networks have tried from a business side to build a second revenue stream 
and that is the retransmission fees that they get from the cable operators and the satellite 
providers. The networks have tried to diversify revenue streams so that advertising 
revenue is a little bit less important. There are moments on TV where you see instances of 
reduced commercial loads in shows like Empire, where they have a number of times gone 
to a major advertiser and underwritten a part of the show and that has allowed the show 
to deliver less commercials, but very rarely do you see network TV go commercial free. 
It’s not the way the model can sustain itself. So, how do networks discourage fast 
forwarding? If you see content, which is On Demand, fast forwarding is disabled. When a 
Comcast or a Verizon customer wants to go back and watch the last week’s episode of 
SCANDAL on demand, there is a graphic that comes along before that says “Fast 
Forwarding capabilities may not be available for this show.” When you DVR it, the 
viewer has the control to fast forward or not.” 
 
 
There are other changes that can be noticed in terms of content to prevent losing 
viewers’ attention. Those differences can be noticed in terms of shorter opening theme 
songs, more so to engage the viewers in the show right away and not to sit through those 
kind of things. 
“In the old days, TV shows used to have much longer opening theme songs and 
opens, very rarely does a show do a theme song anymore and if they do, it is very short. 
That was sort of developed that is why theme songs kind of went away because networks 
wanted to get right into the action of the show. Other things that they may do is product 
placement, which has become another way of creating advertising connectivity to a show 
and a standout show on those lines is American Idol. They have product placement in 
front of the judges, they will have a moment in the show each week when Ford (which 
was another major sponsor for the show along with Coke) and they would have the 
contestants do a music video around a Ford. Some of the reality shows took steps 
forward in product placement. So even if you didn’t see say for example, a Coke 
commercial, when you watch Jennifer Lopez talk about it, you were subliminally getting 
the advertising message. Hence product placement developed and helped to kind of 
combat fast forwarding.”  
 
On the other hand, if the viewer is watching television on DVR, you can have an 
option to skip the ads by fast-forwarding, Romoff expressed; 
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“If a viewer is watching a show on Hulu or streaming it on one of the networks’ 
websites, is why it is important to get a part of these stacking rights. The other thing too 
is many networks like to drop in in the middle of ad breaks either a teaser on what is up 
next on the show. An example would be ‘Rectify’ on Sundance. I would DVR it and watch 
it later and they would drop it in the middle of the TV break ‘Coming up on Rectify’. 
Therefore, I would stop it, thinking if I was missing something, mostly on the lines of 
integrated marketing. They will have stars of the shows or celebrity endorsements. Some 
networks would have ads for their other shows at the tail end of the ad break, because 
they assume you are coming back to watch the next one. Now they drop them in 
intermittently to rather trick you so that you do not know when it is ending.” 
 
Product placement has become a major television advertising strategic trend. 
More and more advertisers seem to be aligning their product with the plot of the shows. 
This ensures that viewers do not miss out on the commercials due to factors like fast 
forwarding. Both Romoff and Casciato strongly agreed that product placement has 
become a major source of revenue that ensures advertisers’ exposure for their products, 
which can otherwise potentially go unnoticed. Both shared different examples. Romoff 
mentioned; 
 There is always also going to be prop placement in the episodes. Things now are 
not always like the Seinfeld ‘junior mints’ episode where the entire plot revolved around 
the junior mints, but product placement is a huge amount of income for sure and very 
prominent. Dell, for e.g. does the computer placement for The Mindy Project. Nobody 
expects to trick people into watching ads again, but ads are now so ubiquitous. The 
bottom line is we can try to slip them in but they will get to us through different places; 
Ads at the beginning of the movies, ads on the planes, we can just escape to a point.”  
 
With the popularity of watching episodes back to back, there is a great deal of 
pressure on network executives to ensure that ratings for their shows/network are 
maintained and that they are not losing their audience and in turn, the advertisers. 
Programming executives are trying to execute various creative strategies to compete 
against the binge-watching trend. Programming Director of KYW-TV, Casciato had 
48 
some insights as to how executives are coping with retaining ratings and how are they 
changing the strategy of scheduling shows. He says:  
“The networks look at ratings over a long period of time. We cannot say that the 
ratings aren’t affected. We know that they are affected.  What you can do is still prove 
that the show has length or strength by looking at how viewers watch that show over a 
longer period of time. We were used to judging a show with the overnight ratings and 
after a couple of years we started judging the shows over a seven-day ratings. Now we 
started to look a show over 30 days. Now you see the networks being patient with shows 
and allow them to stay on the networks for longer because they are getting data over a 
long period of time. However, there are still some shows that do not deliver up to 
expectations and get cancelled after 2 or 3 airings. However, now even the middle of the 
road shows or bubble shows are given a better chance in this era because of the fact that 
the data collection is so much longer. Nashville was one of those middle of the road kind 
of shows with a very specific loyal fan base which always struggled to have better ratings 
on ABC, who contemplated whether to cancel it or renew it. After ABC cancelled the 
show, CMT picked it up after 2 months and if you do research on it, Nashville is the 
highest rated show on CMT. It is a better fit for the channel and it can also because CMT 
is a smaller service. Having a lower threshold of 1 or 2 million viewers a week is higher 
than anything else that they have so that’s a good connection for them, whereas 1-2 
million viewers on a broadcast network, it cannot survive in that kind of environment 
because advertisers won’t pay the same kind of rates.” 
 
According to Romoff, programming executives are strategizing to ensure that 
ratings are not affected by technology driven viewing options, using an example of the 
show, “The Walking Dead.” According to her, The Walking Dead is an ultimate show 
from a ratings standpoint. She says; 
“It’s the show which is smartest from a business point of view. It is a show in 
which nothing really happens, the viewer can sit there and play around on your phone 
the entire episode and then you know when a character is dying not only every week but 
every act, everyone has to show up on that day for that television show. Their Talking 
Dead is a commendable strategy, because now you are getting 2 hours of television for 
the one hour of TV that you made.  
 
Romoff believes that The Walking Dead is successfully utilizing a clip strategy in 
reaching out to their potential target audience 
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“TWD is perfect for viral culture and that is what Talking Dead is that is 
repacking these clips and they put together the montages. You may think you just watched 
the show, why do you need to deconstruct it, but its genius. It is a 2 hour committed 
audience that people flow from the first to the second. That is why these kind of shows do 
great from a rating standpoint than various other shows, especially comedies.  
 
However, comedies face a struggle while executing strategies like above since 
they are situational and calls for an effort in order to hook the audience. 
 
“Comedies are not time sensitive so it is really hard to successfully launch them 
and that’s why networks like TBS are coming up with creative strategies. There is 
nothing spoilable about Angie Tribeca. It is a goofy slapstick show and the audiences are 
not showing up for the plot even if you might like the characters a little bit. Hence, you 
have to do things like releasing it as a marathon, etc.  It is crazy to see what taps into the 
zeitgeist and what does not. When you create a show, it is in the zeitgeist, and by the time 
it goes on air, it has gone; it is one of those weird timing things when you do it and it 
happens to be either just before or at the moment when that thing comes ahead. The other 
thing with programming is live events. Viewers can watch later but they will not be a part 
of the community and the conversations. Hence there will always be a significant part of 
the audience who will never be cord cutters because of live sports, live award shows, etc. 
One of the big things that is coming up now is that Netflix now wants to break into live 
sports, which is potentially huge. The problem is that from most of the major sports 
leagues, they not only have longer-term contracts but they also have an established 
relationship that benefits them with the broadcasters. There are rumors going around 
that Netflix will be starting up their own sports leagues to be able to have their own live 
sports shows.  
 
 
The years 2016-17 can be marked as those in which television saw some major 
twists in terms of news worthy stories becoming a topic of discussion not only in the US, 
but worldwide. Television took the opportunity to maximize audience by ensuring that 
they presented events in a way that would be discussed over a period of time, which OTT 
services have not yet done, such as coverage of live events. Romoff had interesting 
insights to share concerning live coverage of events. She cited the following examples: 
 
“The La La Land/Moonlight goof up is the most annoying thing in the entire 
world. The conversation now is not about Moonlight, which is insane, but more 
importantly people would not let that story drop. It has been days and Hollywood 
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Reporter is still doing articles about ‘Look what he tweeted,’ etc. But this is the thing, it 
benefits all of them to have that be the story because now you not only have to watch the 
live event but you have to stay for the whole thing. The combination of the election, the 
SuperBowl and the Oscars with those entire crazy last act twists; brilliant for networks. 
That is why you will notice everything is presented as an event, something that you 
cannot miss. Every single year on the Bachelor’s: ‘The biggest finale’, ‘the most 
surprising finale.’ That is the only way to get people. Because there is so much content 
out there, the audience is so literate. You have to be smart about your audience.” 
 
Along with technology has come a significant shift in the television industry. The 
shift in technology has increased audience media literacy. People now interact with 
shows via live tweeting and network executives can target viewers’ “fear of missing out” 
by using live tweeting strategies and spoiler alerts if they are not following the television 
shows live when they are being aired.  
 
4.4 Secondary Research: 
The author studied data published by Statista on the binge viewing habits of the 
audience in the US. The data focus on the audience who prefer to binge watch television, 
the age group among whom binge viewing is the most popular, the time spent by 
different age groups classified by their preference of the device and the most popular 
devices used for doing the same. The following data was gathered from the document: 
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Figure 14. Penetration rate in the U.S. 2015, by age, Source: Statista.com. 
86% of the millennial group (14-18) preferred to watch episodes back to back followed 
by 85% of millenials 19-25. Participants over age 69 had the least preference to consume 
content back to back (33%) (Statista,n.d.). 
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Figure 15. Devices preferred for TV show binge viewing in the U.S. by Millenials 
2015, Source: Statista.com 
 
 
 
The above graph depicts desktop/laptops (60%) as being the most popular device 
used by Millennial to consume content , followed by regular pay television (37%), 
and devices like Apple TV and Roku (36%), and tablets (32%), while smartphones 
and gaming consoles were the least preferred devices (26% and 25%).  
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Figure 16. Share of time spent watching TV shows in the U.S. 2015, by age and 
device, Source: Statista.com 
 
 
 
 According to a survey conducted by Deliotte among the age group 14-32 from 
November 5th to 19th 2015, the results show that millennials age 19-25 were least likely to 
watch content on television as compared to millennials 14-18 and Generation X. 
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CHAPTER 5: DISCUSSION 
 
Entertainment is fast becoming an all-you-can-eat buffet. Call it the Netflix effect. 
 –Raju Mudhar, Toronto Star (Matrix, 2017). 
 
The core focus of this thesis was to study the shift that has occurred in the viewing 
habits of the audience since the advent of OTT platforms, along with the strategies that 
commercial networks are implementing to ensure that they retain their viewership, ratings 
and advertising revenue. The following research questions were posed at the beginning of 
the thesis, which the author set to answer: 
 
Why is binge watching popular only among a specific demographic? 
 
With easy availability of internet service, Millennials have access to content on 
multiple screens where they can watch content at their convenience. Figures 11 and 12 
illustrate the behavior of the millennial age group towards television content consumption 
and their choice of device. Traditional television sets are now losing their appeal among 
teens and young adults. The survey and literature review reveal that the older generation 
is not comfortable watching television on secondary screens, however they are now 
gradually getting accustomed to the digital world. Millenials prefer to watch content at 
their convenience as well as ad-free. Most streaming services offer viewers ad-free 
content and hence, there has been an increasing shift in the way consumers are 
consuming content. 
“When it comes to television platforms, “a new generation is coming of age,” 
observes Rebecca Nelson in Time magazine, “and so is their collective distaste for 
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cable.” A disproportionate number of members of the group known as the “cord-
nevers” are millennials, those who watch television programming via cable or OTT 
technologies such as Netflix but pass the monthly pay-TV bill to their parents (Matrix, 
2017).” 
 
How is content developed for streaming services that encourages viewers to binge 
watch? 
While the process of creating and pitching content from a creator’s point of view 
hasn’t changed, it can be observed that the way content is consumed has a definitive 
difference compared to the way it was consumed a couple of years before streaming 
services gained popularity. The definition of binge watching shows has changed 
considerably over the years. While re-runs, marathons and watching shows on DVR’s 
could have been considered to be binge watching, today the audience devours original 
programming back to back on platforms which were not available before Netflix gained 
popularity as a stage for binge watching shows over the internet. 
 
Based on the in-depth interviews, the process of developing shows is not particularly 
different, but it essentially depends on the studio/network to decide what platform the 
content will best align with. From the creator’s perspective, they now have to develop or 
pitch content keeping in mind traditional as well as new platforms. Creators today have 
myriad distribution options and hence more flexibility over content creation. Thus, 
creators do have to consider a longevity aspect for a show when they pitch the networks 
or the studios.  
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While it comes to binge watching, dramas are doing immensely well on streaming 
services, however the “cliff-hangers” are what networks are looking for in terms of 
holding onto the audience. Comedies stand a better chance of being more popular for 
binge watching as they are situational thus there are no substantial plot twists for viewers 
to wait for a week to watch. Although Netflix can be credited as company that 
popularized binge watching, it is not the way the content is created that induces binge 
watching, it is the way it is/was marketed to the audience and hence has become a new 
audience habit.   
 
How have network strategies supported binge-watching habits among viewers? 
Networks are in the process of evolving in order to retain their audience. They are 
also implementing strategies that will bring the audience to them with the help of OTT 
services. What is interesting is the catch up strategy used by the networks. For instance, if 
a network launches a new show, which does not gain rapid popularity, they will release 
the entire season on a streaming service before the new season is released. Jane the 
Virgin can be considered a good example to understand how a catch up strategy works. 
Jane the Virgin performed better in season 2 after its first season was made available on 
Netflix. The networks want to hook their audience to the show and then get them back to 
watch it. After binge watching a show, viewers wanted to go back to watch the second 
season of the series and thus turn to the network for the new season. Before airing season 
2 of the show “Suits”, it was made available on Hulu, and on USANetwork.com as well 
as on VOD. This strategy increased viewership to 8 million views for the show 
(emarketer.com, 2013). Another compelling strategy that the commercial networks are 
57 
putting forth is the one discussed previously; airing multiple episodes of a new show as a 
marathon. Though this strategy has its downsides, it does attract viewers to participate in 
such television events. 
 
Technology has an immensely important role to play in the evolution that the 
television industry is currently experiencing. Twenty years ago, the world didn’t have 
computers doing what they are doing, and 10 years ago, phones weren’t doing what they 
are doing in 2017. Technology has made delivery of content so much better, and users are 
becoming screen agnostic. For instance, viewers under 25 do not seem to mind watching 
content on any screen that happens to be available whether it be their phones, laptops or 
tablets. A viewer over the age of 30 still defaults to watching content on traditional 
television, but is adapting to watching content on other screens. Television has always 
had to adapt to the next round of technology. According to Perry Casciato from KYW-
TV, “Radio was the biggest medium that we had in the 30’s and 40’s and then television 
took its place.  Radio didn’t go away, it just morphed into other things. Television is also 
going through the same process right now. Network television, let’s say had a great 50-
year run and with other technologies, television networks are in the process of getting at 
it where they are in an adaption phase. It’s hard to say what the end of this phase is 
going to be, but everyone is engaged in figuring it out.”  
 
 What is interesting to note from a network’s perspective is that they are testing 
their content to be on air for a much longer duration. For instance, a series, which is not 
doing exceptionally well, is not cancelled immediately for its poor viewership. The 
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primary reason is the viewership added after the Nielsen Live +7 day rating period. The 
ratings giant predicted that the live +7 rating period will become obsolete from an 
advertising point of view. The younger generations are skewing more towards time-
shifted viewing (Farell, 2016). CBS is now looking into ratings for as long as live +30 
days. The CEO of CBS, Leslie Moonves claims that the number of viewers increases 
twofold when looked at on a Live +30 basis. He believes that advertisers need more 
viewers. “If you show the advertisers that a person is really watching them, that’s a good 
thing. Advertisers are paying for the eyeballs that are watching their spots (Lieberman, 
2014).” 
 
In conclusion, streaming services continue to gain in popularity and will continue 
to do so in the near future. However, commercial networks win the battle when it comes 
to live events like sports, award shows and news. Sports in particular, is a genre where 
people want to watch live, with very little fast forwarding. It has a place on network 
schedules because it drives live viewership. Due to minimal fast forwarding, commercials 
are seen and promotions for other shows are seen during live events. Television has gone 
through a variety of changes since the time of its invention in terms of delivering content, 
and it will continue to adapt to the new changes in the future. 
 
 
Recommendation for further research 
Despite of a pool of research that suggests that streaming services will overtake 
commercial networks, networks are optimistic about their survival in the industry. This 
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provides a great topic for further research as commercial networks keep adopting a 
variety of strategies to remain relevant in the market. For instance, CBS, ABC, and FOX 
use their NFL schedules to introduce other shows to the audience. Not only is it a great 
revenue driver but also is a great commercial platform. The classic example of networks 
taking advantage of live events is that of the 2016 elections and 2017’s Oscars “Best 
Movie” fiasco.  Live telecasts and promoting shows as big events has become one of the 
unique selling propositions for the networks to attract larger audiences. Promoting shows 
as “The Biggest Show/Finale Ever”, etc. has become prominent. Studies that analyze this 
phenomenon could provide useful data for network programmers. 
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Appendix A:   Survey Questionnaire 
 
 
1. Age: 
 
• under 16 
• 16-24 
• 25-34 
• 35-44 
• 45-54 
• 55-64 
• Above 65 
 
2. Gender: 
• Male 
• Female 
 
3. Education   
• Attended High School 
• High School Graduate 
• Bachelors Degree 
• Masters Degree 
• Doctorate 
 
70 
 
 
4. Profession: 
• Student 
• Working Professional 
• Unemployed 
 
5. Annual Income (in USD) 
• Less than 20,000 
• 20,0000 - 30,000 
• 31,000 - 40,000 
• 41,000-50,000 
• 51,000 – 60,000 
• 61,000 - 70,000 
• Above 71,000 
 
6. Do you watch television on streaming services like Netflix? 
• Yes 
• No 
 
7. Which streaming service do you use? 
• Netflix 
• Hulu 
71 
• Amazon 
• HBO Go 
• Other- Please Specify 
 
8. How important are the following aspects when you choose your streaming 
service?  
(Likert Scale- extremely important – not at all important) 
• Library 
• Convenience in using Interface 
• Quality of recommendation list 
• Subscription fee 
• Other- Please Specify 
 
9. Rate on the scale of 1-10 the ease of using the interface in using the following the 
services: (slide bars) 
• Netflix 
• Hulu  
• Amazon 
• hbo go 
 
10.  How important for you is the selection of library of the streaming service? 
• Extremely Important 
• Very Important 
72 
• Moderately Important 
• Slightly Important 
• Not at all Important 
 
11.  Will you continue your subscription of OTT network if they increase the 
subscription fees? 
• Yes  
• No 
• Maybe 
 
 
12.  Would you pay an additional fee to receive ad free content? 
• Yes 
• No 
• Maybe 
 
13.  How many episodes of a show(s) do you watch at a time? 
• 2-4 
• 5-7 
• 7+ 
 
14. Which genres do you prefer to binge watch? (Check all that apply) 
73 
• Comedy 
• Drama 
• Telenovela 
• Sci-fi 
• Thrillers 
• Reality 
• Other, Please Specify 
 
15. Does the duration of the episode affect the choice of your binge viewing? 
• Yes 
• No 
• Maybe 
 
16. If yes, what is the ideal duration that affects your choice of watching more than a 
single episode? 
• 20 -30 mins 
• 1 hour  
• More than an hour. 
 
 
 
 
 
 
